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Winter Inquiries

August 1- December 31, 2006 & 2007

Campaign 2006 2007 % Change

Winter Campaign

Magazine 500      189   -62%

Direct Mail 5,612 4,176 -26% 

Key Market*      1,705  2,180 28%

The North Face/Outside 21,187 n/a n/a

GRAND TOTAL29,004 6,545 -78%
*Key Market = MN & SEA
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Internet Analysis

January 1-December 31, 2006 & 2007

Website 2006 2007 % Change

Main Homepage 6,586,136        7,995,754 21%

Winter Site* 482,387 504,311 5%

3 Parks (MT/WY) 46,536         52,208 12%

GRAND TOTAL 9,436,840         10,753,014 14%

Lewis & Clark 381,806  332,811 -13%

Montana Kids! 1,413,115 1,180,222 -16%

*August 1- December 31, 2006 and 2007

Indian Nations           325,173 479,835 48%

Dinosaur Trail              156,867 207,873 33%

Win Your Own Mtn        44,820 n/a -5%
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Winter Updates
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Ski Montana Show

Seattle, WA
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Ski Montana Show

Seattle, WA
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Sweepstakes Winners

• Sled the Rockies
• Julie Reuter, Pineville, NC

• Winter Dream Giveaway (MN)
• Shelly Howe, Edina, MN

• Winter Dream Giveaway (SEA)
• Stephen North, Olympia, WA
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2008 

Warm Season Campaign
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Campaign Strategy

• Consistency across all TM promotions
• Limited dollars => super-targeted strategy
• Variety of media to reach geo- and lifestyle-

targeted audiences
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Warm Season 

Consumer Campaign

• National Campaign
• Key Market Campaign
• In-State Promotion
• 3 Parks
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National Campaign

• Print
• Internet
• Web Development
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Print Campaign

Strategy
• Utilize proven performers
• Build a relationship with our target audience
• Budget is a compromise between reach & 

frequency:
• Narrow number of publications (reach) 
• Increase number of insertions (frequency)

• Increase presence of insertions (size/recall)
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Print Campaign

Segments
• Traditional (Family)
• Active Mature
• RV / Camping
• Photography
• Outdoor Enthusiasts
• History / Culture
• In-flight
• Removed Bridal segment



Montana Promotion Division ∙ Department of Commerce

Print Campaign

Publications
• AAA Tourbook
• AARP Magazine
• Alaska/Horizon Air
• History Channel
• Audubon
• Backpacker
• Budget Travel
• Better Homes & Gardens
• Good Housekeeping
• Madden Newspaper Insert

• National Geo Adventure
• National Geo Traveler
• NY Times T: Travel
• Outside
• Popular Photography
• Trailer Life
• Smithsonian
• Sunset
• Travel & Leisure
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Print Co-ops

Good Housekeeping (8-page special section)
• Butte CVB
• Helena CVB
• Missoula CVB
• Custer Country
• Glacier Country
• Gold West Country
• Missouri River Country 
• Russell Country
• Private partners: Glacier Park, Inc. & Red Lion Hotels
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Print Co-ops

cont’d

Madden Pre-Print (8-page Newspaper Insert)
• Butte CVB
• Helena CVB
• Missoula CVB
• Glacier Country
• Missouri River Country
• Russell Country

Audubon (5-page special section)
• Bozeman CVB
• Missoula CVB
• Custer Country
• Glacier Country
• Missouri River Country
• Russell Country
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Print Co-ops

cont’d

National Geographic Traveler (one-page co-op)
• Big Sky CVB
• Bozeman CVB

Sunset (one-page co-op)
• Big Sky CVB
• Bozeman CVB

Travel & Leisure Family (one-page co-op)
• Helena CVB
• Russell Country
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Print Campaign

• Campaign runs Feb 08 through July 08
• $1,022,620.73

• Co-op contribution: $32,722.18 (3% of total)

• Circulation: 22,329,968
• CPM: $45.80
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Warm Season Print
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Warm Season Print
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Warm Season Print
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Warm Season Print
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Warm Season Print
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Good Housekeeping Co-op
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Audubon Co-op
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Travel & Leisure Family Co-op
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Backpacker Advertorial Spread
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Consistency in Message
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Winter Print Co-op
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Discover America (International Co-op)
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Meetings & Conventions
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Group Tours
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Vacation Planner Cover
FrontBack
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Annual Report
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Internet
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Internet

Search Engines
• Google, Yahoo!, iExplore

Direct E-mail
•YellowstonePark.com
• BudgetTravel.com
•YesMail

Banner Ads
• Travel websites
• Culture/history websites
• Outdoor enthusiast websites
• Active mature websites
• Family travel websites
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Internet

Travel
• Away Network 

•Includes away.com, gorp.com, gorptravel.com, outside.com
• TripAdvisor.com
• BudgetTravel.com
• Fodors.com
• TravelandLeisure.com

Family Travel
• FamilyTravelForum.com
• Away Network
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Internet

Culture/History
• NationalGeographic.com
• Smithsonian.com

Outdoor Enthusiast
• Wildernet.com
• Away Network
• GordonsGuide.com

Active Mature
• AARP.org
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Banner Creative
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Internet Co-ops

TripAdvisor.com geo-targeted banners
• Bozeman CVB
• Big Sky CVB
• Russell Country

Away.com & network geo-targeted banners
• Russell Country
• Glacier Country
• Big Sky CVB
• Bozeman CVB
• Missoula CVB
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Internet Co-ops

continued

BudgetTravel.com Direct E-mail
• Russell Country

NationalGeographic.com :15 pre-roll video
• Bozeman CVB
• Whitefish CVB

YellowstonePark.com Direct E-mail
• Big Sky CVB
• Bozeman CVB
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Internet

Timing
• March 08 through July 08 
• Additional internet media buy likely

Search Engines (Pay-per-Click Advertising)
• Cost: $94,000.00
• Clicks: 87,500
• Cost-per-click: $1.07

Content Websites (Pay-per-Impression Advertising)
• Cost: $137,558.40
• Impressions: 6,978,350
• CPM: $20.23
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Internet

Total Budget: $231,558.40

Co-op contribution: $29,846.07 (13% of total)
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Web Development



Montana Promotion Division ∙ Department of Commerce

Web Development

• Website Enhancements
• Rich media content development
• Niche webpage sites

• E-mail Marketing Service
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Rich Media Development

• Audio podcasts
• Register of Historic Places (Butte)
• Ghost Town Walking Tour (Virginia City and/or Nevada City)
• Pintler Scenic Driving Route

• Streaming video / video podcasts
• Glacier National Park
• “A Day in the Life”
• Researching repurposing of “Backroads of Montana” footage

• Interactive maps & timelines
• Photo slide shows
• Downloadable PDFs
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Niche Website Sections

• Dining & Restaurants
• Rodeos
• Farmer’s Markets & Ag Tours
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e-mail Marketing

Service provider: eROI
• Cleaning and updating current database of email addresses
• Matching emails to current mailing address leads
• Building an opt-in database and associating interests
• User-friendly templates allow in-house email blasts
• Legal, ethical, & efficient management of contact 

information
• Future for Travel Montana’s lead-sharing program

• TM organizes e-blast opportunities under new brand platform

• Backend stats & analysis 
• To be deployed Spring/Summer 2008
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Key Market Campaigns
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Key Market Campaigns

Still in development- pending participation 
from promotion partners

Potential markets:
•Chicago
•Atlanta
•Dallas 
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In-State Promotion
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In-State Promotion

Purpose: 
• Create ambassadors for tourism in Montana 

• Visitors: Show them why MT is special 
• Residents: Embrace tourism as an important and beneficial industry

• Support efforts to preserve & enhance tourism offerings
• Build partnerships with other Montana entities that share 

common interests & goals
• Have impact but “share the wealth:” use budget for one-

time infusions/launching pads for self-sustaining projects
• leverage contribution through partners & their networks of support
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In-State Promotion

2008: Protect & Preserve Montana’s Open Spaces

Partners: 
• Montana Innkeepers Assn (MIKA)
• Montana Association of Land Trusts (MALT)
• Travel Montana

All partners recognize that Montana’s open spaces and scenery, and 
the public’s enjoyment of them, are major reasons visitors choose to 
vacation here and residents choose to live here. These resources 
should be protected and managed for the mutual benefit of visitors 
and residents alike.
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In-State Promotion

Program Background
• Participating MIKA properties to assess/collect 

voluntary $1 donation for each guest stay
• Money collected to be used for preserving Montana’s 

open space
• Money received by the Montana Association of Land 

Trusts (MALT)

2008: Protect & Preserve Montana’s Open Spaces
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Open Spaces

In-State Promotion

Travel Montana
• Contributes $100,000 through the services of Mercury 

Advertising for creative, production, assistance with project 
coordination and outside costs

MIKA
• Distributors of message (in-hotel & in-room)
• Collectors of fees/donations

MALT
• Leverages additional funds through grants and other 

partners
• Recipient of funds 
• Allocates funds towards appropriate projects
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Open Spaces

In-State Promotion

Program Promotional Needs
• Step 1: Determine # of participating properties
• Step 2: Design/produce marketing materials
• Step 3: Implementation (2009)
• Step 4: Tracking & Analysis
• Budget: $100,000-$150,000 (depending on outside grants)
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3 Parks Campaign
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3 Parks Co-op

Campaign to promote region’s three national parks:
• Glacier NP
• Grand Teton NP
• Yellowstone NP

Contributing partners include:
• Travel Montana ($65,000)
• Wyoming Travel & Tourism ($65,000)
• Grand Teton Lodging Co. ($20,000)

• lodging concessionaire for GTNP
• Xanterra ($20,000)

• lodging concessionaire for YNP
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3 Parks 

continuing 2007 Strategy

Target Market
• Adults traveling without children, ages 45-64

• formerly families, targeting parents ages 35-54

Campaign Timing
• Encourage travel in the fall shoulder season

• formerly focused on summer trips
• Campaign advertising will run May-August 

• formerly ran March-May
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3 Parks

• New creative to come
• Magazine
• Field Guide (fulfillment piece)
• Web banners & 3parks.com website

• Co-op Budget = $170,000
• Magazine media buy & production: $135,000
• Field Guide printing & production: $10,000
• Web buy & development: approx. $25,000



Montana Promotion Division ∙ Department of Commerce

Presentation will be available at: 

www.TravelMontana.mt.gov

http://www.travelmontana.mt.gov/
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